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practitioner

DECEMBER, 1977

An AICPA publication

for the local firm

NEW USES FOR OLD IDEAS
"The Rochdale Pioneers.” Those words may only
ring a bell with a few history buffs, but they signal
the beginning of the modern consumers’ coopera
tive movement. In 1844, in Rochdale, England, 28
working men founded a unique store—the opera
tion of which was based on cooperative principles.
By 1903 there were 1,455 cooperative retail socie
ties in Britain. But though their membership and
trade has grown enormously since then, their num
ber has steadily fallen (largely due to a deliberate
policy of amalgamation) from that peak to 235
in December 1974.
In 1972, Richard D. Flemings, a CPA in Tampa,
Florida, got the idea that much of the cost of
operating any kind of data processing center is
fixed, i.e., to the cost of the hardware. Because of
this, it appeared that once these costs were cov
ered, any increase in volume would prove to be
highly profitable to the data center. It also seemed
likely that a data processor could afford to grant
discounts to attract additional volume. He reports
that it has worked out this way.
Public Accountants’ Users’ Services, Inc. was
organized in January, 1973 under the laws of
Florida, to enable public accountants to pool their
buying power for the common good, and to oper
ate as a cooperative. Since the co-op’s formation,
members have benefited from contracts with na
tional, computerized income tax return proces
sors, a contract for processing general ledger work
and one for the purchase of office supplies.
The co-op now has a contract with Digitax, Inc.
for processing income tax returns. Members pay
the normal posted price for processing, but after
the tax season, the co-op periodically receives a
cash rebate based on the combined volume of all
participants. The rebate ranges from 5% up to a
current maximum of 20%. From this rebate, the
co-op keeps up to 10% for its own operating ex
penses, and distributes the balance semiannually
and pro rata to members participating in the
Digitax contract.
The co-op has had a contract with Professional

Computer Management, Inc., of Tampa, Florida,
for processing general ledgers since early 1973.
The rebate, again based on combined volume,
ranges from 1.5% at $250 to 15% at $2,500 per
month, which the co-op distributes pro rata each
quarter to participants, after deducting up to 10%.
Under an agreement reached this year with
George Stuart, Inc., an office supply firm in Or
lando, Florida, members obtain considerable sav
ings on about three dozen commonly purchased
office supply items, and a 25% discount from
manufacturers’ suggested prices on all other
regularly stocked items.
The Florida State Board of Accountancy and the
Ethics Committee of the Florida Institute of Cer
tified Public Accountants have required that the
co-op conduct all of its activities within the legal
and ethical framework normally expected of cer
tified public accountants. The co-op has not en
countered any problems with regulatory groups
since its inception.
Currently, nearly 200 individual firms and sole
practitioners are members. The cost is a one time
expenditure of $50 for one share, and permits
participation in any of the contracts. It is the
intention of the co-op’s board of directors that it
cover its expenses, hence the deductions from
rebates. However, the sole purpose of the co-op is
to increase CPAs’ buying power. There is no inten
tion at present of moving into activities that would
require establishing extensive facilities, ware
houses or distribution networks, etc.
Nevertheless, the co-op is expanding into other
states, as the directors feel that the bigger their
organization becomes, the greater will be its bene
fits to members. In this respect they are again
following the cooperative movement in Britain,
where it was realized in 1903 that the proliferation
of individual societies weakened the entire con
cept.
Interested CPAs should contact Richard D. Flem
ings in Tampa, Florida, for further information.
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Some Thoughts on Billing

Some practitioners think that billing should be
the responsibility of one individual in a firm,
others believe that many people should be in
volved. I endorse this latter thought.
The responsibility for initiating the bill should
rest with the partner in charge of the job, but he
should involve at least the top staff personnel who
work on the engagement. There are several rea
sons for this:
□ Staff members are the people most familiar
with the difficulties encountered in the en
gagement.
□ They know the complexities of the situation.
□ They know the extent to which the client
prepared the working papers.
□ They know whether the client had the neces
sary information ready and are aware of
other factors that affected the time involved.
□ Having the staff participate in the billing
procedure makes them more aware of the
fact that time is money.
However, I will agree with those who say that
there must be centralized control. In the case of
a small- or medium-sized firm, all bills should be
reviewed by the managing partner. There are sev
eral reasons for this too:
□ Only in this way can a firm approximate a
uniform billing philosophy.
□ It can prevent consistent under or over
billing.
□ It will reveal which partners have a large
unbilled inventory, or slow paying receiv
ables.
□ Partners can be prodded into sending out
bills.
□ We check our clients’ inventory turnover.
Someone must do the same thing in an ac
counting firm.
—by William B. Nicol, Cleveland
IRS Proposals for Tax Preparers

In August of this year, the Internal Revenue Ser
vice proposed numerous regulations covering the
duties of tax return preparers. They provided
penalties for the breaching of those duties and

procedures with respect to the collection of the
penalties. The proposals cover such topics as the
filing of information returns by tax return pre
parers, required recordkeeping and disclosure,
and definitions of key terms such as “income tax
return preparer,” “return” and “claim for refund.”
A significant difference between the temporary
regulations which were applicable to documents
signed in 1977, and the proposed regulations
which will apply to documents signed in 1978, is
that both the partnership or employer identifi
cation number and the individual preparer’s so
cial security account number must appear on the
return.
The proposals would also require manual sign
ing of a return. Thus a facsimile stamp or a signed
gum label would be insufficient. However, the
manual signature requirement would be satisfied
by a photocopy of the return if that return has
been manually signed by the preparer after it has
been completed. On computer-prepared returns,
the manual signature requirement would be satis
fied by a manually signed attestation by the pre
parer that all of the information contained in the
return was obtained from the taxpayer, and is cor
rect to the best of the preparer’s knowledge.

Musings from Maine

John M. Cummings of Kennebunk, Maine,
sent in the following tidbits from his state
society newsletter.
Did you know that:
A. 15% of your time produces 65 % of your
results?
B. 20% of your time produces 20% of your
results?
C. 65% of your time produces 5% of your
results?
Interestingly, “B” or “C” items to a part
ner are “A” or “B” items to a staff man or
clerical assistant.
Considering the above, it makes good sense
for one to delegate the “C” or low value tasks
to levels where it is an “A” or high level task.
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The Cream of the Crop
There are many practitioners in smaller firms who
think that accounting students are persuaded in
college that positions with medium- or smallersized firms are some kind of booby prize for those
who cannot make the grade with the large firms.
The result, they believe, is that they do not get the
cream of the college crop. This problem is par
ticularly acute right now because the torrent of
new accounting rules, and the dangers of malprac
tice suits, make their need for bright, young,
career-minded professionals greater than ever.
It is far from clear that a young accountant is
invariably better off with a large firm. Much de
pends upon personal goals. For example, if the
young person wishes to become the treasurer or
controller of a large corporation, experience with
a large accounting firm would be very helpful. On
the other hand, if the goal is to practice public
accounting, experience with a smaller firm can
provide better preparation.
Certainly, there are disadvantages in recruiting
that a small firm has to overcome. An obvious
drawback is that it is much easier for a student
to see an on-campus recruiter whose firm may
hire scores of graduates, than it is for him to seek
out small firms, many of which may not hire even
one new staff member at that time. And then there
is the problem of competing with the large firms’
professional recruiting staff, with their myriad
pamphlets, brochures, etc., all proclaiming the
advantages of a position with a firm of that size.
Still, all is not lost. There are a number of dis
tinct advantages to working in a small firm, and
the wise interviewer should make himself aware
of them—have them in writing and on the tip of
his tongue when interviewing accounting stu
dents. The main point to remember is that the
young accountant entering public practice is pri
marily interested in opportunities for rapid de
velopment, both professional and personal and
that this includes job satisfaction, compensation,
status and economic security. Often these oppor
tunities are more readily available in smaller
firms.
A young staff member in a small firm often
works with partners and directly with clients
more frequently and earlier in his career. In
creased responsibilities may come faster. Often
this is necessary because there are fewer people
to deal with the problems.
Because of the smaller staff, there is a tendency
to generalize rather than specialize. Consequently,
the young accountant has an opportunity to de
velop expertise not only in auditing, but also in

other areas such as taxes, systems, management
advisory services and estate planning. In addition,
there is usually the chance to work for a larger
number of clients. Because they are smaller, the
young staff member can obtain a better view of
the entire job, and perform a greater variety of
tasks, the purposes of which are more easily
understood.
The young accountant who is successful in meet
ing the extra challenges of a small firm may ac
quire partnership status early. Though it is hard
to obtain valid figures on practitioners’ income,
there is reason to believe that partners' compensa
tion in some smaller firms compares favorably
with that of the large firms.
Small firms are often more flexible with sched
uling than a larger firm that requires rigid rules
to keep control. This can be important to the
young staff member who attends night school or
who needs time off to study, or to sit for examina
tions.
Since it probably lacks a widely known name, a
small firm must ensure that the quality of its work
is maintained at a consistently high standard if
the firm is to grow. But because small firm people
are close to their clients, these extra efforts are
appreciated more.
While young CPAs have always had difficulty in
obtaining committee assignments with the AICPA
and their state societies, those from large firms
face an additional handicap. Only those nominated
by their firms will probably be appointed. My own
record of over 25 years of committee service, and
successive elections as a director and vice-presi
dent of NYSSCPAs and member of the AICPA
council and the Joint Regional Trial Board, testi
fies to the wide professional association oppor
tunities available to small firm practitioners.
On a personal level, it is sometimes desirable
to work in a small community where the cost of
living may be lower. Extended traveling is usually
infrequent with a local firm, and commuting may
be drastically reduced. There are usually better
chances of rapidly becoming part of the team, and
in many instances the small firm provides excel
lent opportunities for the new staff member to
enjoy an active and satisfying community life.
The above comments are meant neither to de
preciate employment with a large accounting
firm, nor to supply an exhaustive list of the ad
vantages of a smaller one. Rather, they are a
reminder of some of the positive aspects of work
ing for a small firm. They can be handy weapons
to bear in mind in the battle to recruit the cream
of the college crop.
—by Locke Grayson, New York
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The Prerequisites for Practice Growth
A successful firm does not grow haphazardly—its
growth is planned. And as part of that plan it is
necessary for the partners to develop a philosophy
for the practice. There are four main points to
consider at this stage:
1. Write the philosophy down in the beginning.
It is easy to forget exactly what was said at a
meeting; or not to give the subject any more
thought unless there is a reminder. And failure to
write it down could cause the partnership to
break up because different partners have different
aims.
2 . The first sentence of the philosophy should
describe the type of service the firm intends to
render its clients.
3 . The philosophy should cover such topics as
the quality and scope of the services offered, pro
fessional ethics, the desired size of the firm, the
working environment and the attitude towards
mergers or acquiring practices.
4 . It should stress the firm concept. Partners
should not think of a client as "my” client, but
"our” client.
In addition to a letter of welcome to new em
ployees that explains our philosophy, our per
sonnel guide lists the following objectives of the
firm.
□ To assemble a talented, well-rounded and
ambitious professional staff.
□ To offer our business community the finest
professional accounting service available in
terms of quality and scope.
□ To develop and maintain sharp and efficient
internal management of our firm.
□ To establish and maintain a program of per
sonnel policies and benefits which are com
petitive and effective.
□ To charge fees which can support the profit
able implementation of our goals.
□ To maintain a commitment to a formal and
informal program of professional develop
ment.
□ To provide adequate opportunities for the
entire professional staff to air their views.
□ To pursue opportunities for mergers or to
acquire practices.
□ To expand our management services divi
sion.
□ To assemble a talented, diversified, produc
tive, efficient, flexible and contented clerical
and administrative staff.
□
To utilize our office space efficiently.
□ To develop a formal public relations pro
gram.

The Three Phases of Evolution
*
It is important that the partners be able to recog
nize the various phases of evolution that their firm
will go through. This will ensure smooth passage
from one developmental phase to another, if they
are able to impose the right solutions to problems
as they arise.
In the first phase, growth comes through crea
tivity. The emphasis is on service to existing
clients, and on acquiring new ones. The partners
are close to their clients and sensitive to feedback.
There is little practice management at this stage,
but it is unimportant because of the frequent and
informal communication among employees. There
is a direct relationship between profits and the
partners’ long work hours.
As the firm continues to grow and the number
of staff increases, the old methods no longer work.
Conflicts arise between the partners, and between
them and the staff. There is no longer a direct rela
tionship between hard work and profits. A crisis
in leadership is created which is solved by the
election of a managing partner. This is the begin
ning of the second stage during which a functional
organization structure evolves.
The selection of the best suited person as man
aging partner is most important. The partner with
the highest production is not necessarily the right
choice for the job. At the same time, other partners
should become responsible for technical functions
such as tax and auditing services. During this
phase, a more sophisticated accounting system is
usually installed to provide practice management
data.
An organization chart should be set up, and job
descriptions, duties and partner guides written
out. (See exhibits A, B, C on following page.) It
is useful to have a personnel guide printed. (See
MAP Handbook, Appendix to Part 3—Personnel
Guide.) This is the time to introduce budgets for
each staff person—it will help them complete as
signments and start an automated time system
that will make it easy to convert time into dollars.
As the organization continues to grow, problems
will begin to surface again. Lower level staff people
will feel restricted by a cumbersome and central
ized hierarchy. They will feel that they are closer
to the clients than are the partners, and will begin
to demand greater autonomy. The solution
adopted by most firms is to move towards in
creased delegation.
This third phase—growth through delegation—
*Based in part on the article, “Evolution and Revolution
as Organizations Grow,” by Larry Greiner in the July/
August 1972 Harvard Business Review.
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is a difficult period for many firms. Some partners
find it hard to give up responsibility, and often
lower-level staff people have not been trained to
make management decisions. Disenchantment
abounds. But if the firm survives these problems,
its growth will come through the successful appli
cation of a decentralized organizational structure.
Some practitioners may well ask—why grow?
In the next article, I will point out the advantages
of growth and try to show how to achieve it.

Adapted from a speech
by Mary Ellen Rosenello
Exhibit A
Partners’ Duties and Responsibilities

The partners have final authority and responsi
bility in all aspects of the firm's operations. Their
activities involve all the separate areas of practice
including production, administration, promotion
and coordination of the three.
In the area of production, a partner has final
authority in the conduct of his or her engagements
and full responsibility for the work performed.
He or she must coordinate clients’ needs for
services with the abilities of staff to provide them.
He or she must see that fees are established at
levels which match the value of the service to the
client with the productive use of staff time, and
which permit performing a satisfactory job on a
profitable basis.

Exhibit B
The Managing Partner

The managing partner is appointed by the execu
tive committee and is directly responsible to it.
The managing partner is responsible for achieving
the firm’s objectives and implementing directives
of the executive committee.
Specifically, he or she is charged with:
1. Proper staffing to achieve the objectives. This
involves forecasting staff requirements, recruiting
at the necessary levels, training, promoting, com
pensating, developing specialists, motivating and
evaluating personnel.
2. Exercising controls to achieve the objectives.
This involves time and dollar budgeting, accurate
and timely financial reporting, development of
adequate billing rates, prompt billing and collec
tion of accounts.
3. Developing new business which will help
achieve the objectives. This involves the develop
ment of new clients, new business from old clients

and public relations activities.
4. Establishing procedures which will result in
the highest quality of work and an adequate re
view which will assure that quality control is
constantly being achieved in all areas of service.
5. Stimulating partner, manager and staff ac
tivities in professional organizations.
6. Actively developing mergers with firms in
local area which will help achieve the objectives.
Exhibit C

Administrative Partner

The administrative partner will report to the man
aging partner and will administer and coordinate
all of the following activities.
(1) Personnel.
a. Hire and fire all clerical and administrative
personnel.
b. Supervise and direct the work of such per
sonnel.
c. Orient new administrative and professional
staff in office and general administrative proce
dures.
d. Be responsible for and assist administrative
assistant in his or her duties including employee
insurances, payrolls, quarterly returns, etc.
e.
Review time reports of all personnel.
f.
Interpret staff manual for all personnel.
(2) Scheduling.
a. Be responsible for the scheduling of all client
engagements and their staffing, and the coordina
tion of firm-wide scheduling and use of labor. In
stall and operate a 12-month in advance engage
ment staffing requirement system.
b. Be responsible for the timely completion and
mailing of clients’ reports, tax returns, manage
ment letters, etc. and their processing through
the office.
c. Coordinate and arrange staff meetings, ex
ecutive committee meetings and partners’ meet
ings.
d.
Schedule all CPE courses.
(3) Administration.
a. Be responsible for the standardization of
office procedures, systems, forms, equipment, etc.
b. Be responsible for maintenance of adequate
levels of all types of supplies including tax return
forms.
c. Be responsible for the neatness, correctness
and availability of all client files.
d. Be responsible for the operation and main
tenance of all equipment and physical plant.
e.
Sign all checks up to a $4,500 limit.
f. Assist partners in the collection of accounts
receivable.
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Planned Specialization: An Opportunity
for Growth
At first glance, planned specialization might seem
to be an overly ambitious concept to the practi
tioner in a local firm. In reality though, it is not
as far removed as it might at first appear. Most of
us do specialize within our profession anyway.
Some CPAs become tax experts, others concen
trate on auditing or management advisory ser
vices, or perhaps administrative duties.
Still another kind of specialization, very fa
miliar to the local practitioner though he may
not think of it in those terms, is industry special
ization. For example, the CPA might find himself
becoming quite an expert in the special accounting
needs of farmers who, because of local conditions,
may also specialize in a narrow segment of their
industry.
The same is true of many other industries, and
if you have one or two clients in a specialized in
dustry, you may find that your firm has developed
skills that could be really capitalized on with
proper planning. Or, you may be in a locality that
has a number of firms in one particular industry—
a situation that calls for a specialist. Though, as
mentioned before, specialization can take place
within an accounting firm through technical and
departmental divisions, this article will be con
cerned mainly with industry specialization, since
it is more appropriate to the interests of many
local practitioners.
Why specialize? Because it can become essential
if you wish to retain your growth clients, grow
with them and serve their increasing needs. It
also gives you exposure to a larger and broader
range of clients. You find too, that as your firm
grows, there is an inevitable division of duties and
expertise. With the present information explosion
and the greater need for knowledge, it is difficult
to remain a generalist. Also, if you do a good job,
your satisfied clients, always the best source of
new clients, will probably refer you to others, as
may other CPAs. Also, there is the chance to build
your firm’s reputation, charge higher fees, and
attract and keep a higher quality staff.
When? The sooner the better. An important
point to remember is that the client does not ex
pect you to be an expert in everything.
How? There are four main steps to success in
any successful organization or project. These are:
□ Creating and planning. It is important to
recognize that there will be differences in
personal desires and objectives among the
partners and staff members, so there must
be some give and take when formulating a

plan. This is why it is so important to have
a firm philosophy—then everyone cooper
ates. It is also very important to put the plan
in writing. Keep creating and planning, and
as things change, so should your plan.
□ Organizing. Right from the start the motto
should be—“the firm is king and the client
belongs to the firm.’’ This ensures standardi
zation. When assigning responsibilities,
make the best use of your people and their
strengths. People must be motivated, so
don't assign them to tasks that they don’t
want to do.
□ Executing the plan. The idea may be simple,
but the execution is most important. The key
is teamwork. It is essential to build a team
and to keep it motivated. Every team must
have a leader and someone must be in charge.
□ Reporting and feedback. Set up a system for
reviewing and reporting. Communication
and dialogue must be maintained with the
staff and it should be informed of what is
going on in the firm at all times.
□ Keep analyzing. Learn from your successes
and failures. But don't be afraid to fail be
cause you can’t succeed if you don’t try.
Execution and analyzation are all important.
In the organizing process you must develop a
program. This will require some research and you
will have to determine staff needs. You must de
cide whether the present staff is adequate and if
it has the necessary skills. Staffing needs should
be met from within the firm if possible, so you
must determine if the necessary skills can be de
veloped with the right training and education. If
you have to recruit, get good people. If the hiree
is not as good as existing staff a morale problem
will arise. Pay your good people well to motivate
them. Don’t let the cost and time involved put you
off. The staff should be made aware of the firm’s
capabilities and there should be regular practice
development training sessions. You should train
the staff to be specialists—both technical and in
dustry. Staff is an often overlooked source of prac
tice development, and it pays to keep personnel
motivated.
Try to specialize in industries where accounting
concepts may be different. Some examples of these
are:
1.
Extractive industries.
2.
Securities dealers.
3.
Government agencies.
4.
Insurance.
5.
Healthcare.
6.
Banking and finance.
The key to building your image as a specialist
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is in providing quality and timely service. Good
communications are essential to good client rela
tions. This can be achieved in the following ways:
□ Send attractive reports that contain useful
statistical information.
□ Mail client newsletters. For firms that do not
have their own, the CPA Client Bulletin,
available from the AICPA, is a good substi
tute.
□
Conduct client seminars.
□ Lecture to trade associations and other or
ganizations.
□
Write in technical journals.
□ Establish personal contacts and become in
volved in community activities.
A firm does not have to be large for specializa
tion to be feasible or for a program of practice
development to be drawn up. And developing an
image of expertise in a particular industry is not
as difficult, nor as slow as might be believed. All
it needs is one determined person and a well
thought-out plan. For the local practitioner it
could prove to be an excellent opportunity for
growth.
—by Mahlon Rubin, St. Louis

Job Application Form

Howard G. Martin, director of the Personnel Re
search Foundation, informs us that they have
designed a job application form that enables em
ployers to comply with government civil rights
requirements and yet be able to hire productive
employees. It appears that it might be particularly
beneficial when interviewing support staff.
The instructions accompanying the form claim
that it has been designed to:
□ Allow the applicant to present his qualifica
tions for a job in a manner that facilitates
evaluation by the interviewer.
□ Reduce the possibility of eliciting irrelevant
and therefore illegal information that may
become the basis of charges of unfair em
ployment practices being brought by un
qualified applicants.
□ Shift the focus of the interview from the
usual search for disqualifying factors to the
positive one of helping each applicant put
his best foot forward.
□ Enable the average employer to emulate
highly skilled professional interviewers who
gain the confidence of applicants rather than
assume an adversary role towards them.
The instructions also contain a number of useful

hints on how to eliminate the unqualified appli
cant and conduct an interview:
□ Everyone who applies for a job should be
asked to fill out an application form. This en
ables you to turn down the obviously un
suited with tact and protect your public
image.
□ A job description should be made available
to the applicant because the form specifically
asks whether a description of the job has
been read, and if the applicant considers
himself qualified to do it. Interviews can
then be limited to those who consider them
selves qualified.
□ When going over the applicant’s experience
at other firms with him, you should obtain
the name and telephone numbers of his
supervisors or the personnel directors. This
avoids the possibility of someone covering
for him.
□ Try to determine if the applicant’s training
and experience is actually what is required
for the job and have him demonstrate his
proficiency on job-related work sample tests
whenever possible.
The form will require the applicant to supply
other needed miscellaneous and personal informa
tion, but it will not tell you if he is the kind of
person who will fit into your organization. On
this point the Personnel Research Foundation has
some more helpful tips:
□ Ask the applicant why he left a job, changed
a course of study, moved from one area to
another, etc. The decisions that people make
at important junctions in their lives will
often show what kind of people they are.
□ Be a good listener and keep the applicant
relaxed and voluble. Find out what he liked
or disliked, or was most successful at on
previous jobs or in his studies.
□ While the applicant is telling his story, you
should decide whether you want to hire him
or not. If yes, take over the conversation and
tell him what he needs to know in order to
work for you.
□ Never let an applicant that you want to put
on the payroll go out of the door without
telling him unequivocally that he has been
hired. Otherwise he may go elsewhere, and
you will have wasted your time and effort.
Practitioners who are interested in obtaining
this job application form and the full set of in
structions on its use, should send a self-addressed,
stamped #10 envelope to: Personnel Research
Foundation, P.O. Box 1012, San Diego, California
92112.

8

Scheduling Assignments
One of the most vexing problems in administering
a small firm is scheduling assignments so that the
right person is scheduled for the right engage
ment at the right time. The MAP Handbook has
some good ideas in section 205.03, but our system
is a little different. It has worked well for us, al
though it does not solve all of the problems.
Some points mentioned in the handbook and
worth noting here are that though the form of
the schedule may vary from firm to firm, it should
utilize each person’s available time and cover the
requirements of each client as estimated by the
account administrator. It should also indicate
holidays, vacations, attendance at meetings, CPE,
and other non-chargeable assignments. Where our
system differs is in making use of an unscheduled
column on the right side of the short-range sched
ule. This is what we do:
□ Upon completion of an engagement, or on
the acquisition of a new client which will
require an appreciable amount of fieldwork,
a staffing request form is prepared for the
following year, and submitted to the sched
uling partner.
□ The information is recorded on the longrange schedule which is maintained for one
year in advance.

American Institute of Certified Public Accountants, Inc.
1211 AVENUE OF THE AMERICAS, NEW YORK, N.Y. 10036

□ The short-range schedule is prepared from
the long-range schedule about two or three
months in advance.
□ Every item on the long-range schedule is
transferred, and if it cannot be allocated to
a particular time and person, it is listed in
the unscheduled column of the short-range
schedule.
□ If an engagement is scheduled on the shortrange form, but then is delayed and cannot
be re-scheduled for a time, it too is trans
ferred to the unscheduled column.
□ If there are any uncompleted engagements
at the end of the month, they are transferred
to the next month’s short-range schedule.
It is important to schedule on a long-range basis,
preferably a year in advance. This way a firm will
know approximately when its problem periods
will occur, and when vacation and CPE time can
best be scheduled. It will also indicate the need
for additional personnel far enough in advance
so that they may be hired in time. Short-range
planning will always be in a state of flux because
of emergencies, illness, clients not being prepared,
etc.

—by Norman C. Batchelder,
Keene, New Hampshire
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